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WORKING EFFECTIVELY WiITH THE BBB

BACKGROUND AND PURPOSE

DSEF and the Council of Better Business Bureaus (CBBB) are a good
fit. Together they have created a program in support of the BBB mis-

sion that helps ensure an ethical marketplace where buyers and sellers
can trust each other. Both organizations have codes and standards for
trust to which their members and Accredited Businesses must adhere.

Since May 2010, DSEF has sponsored an education program in part-
nership with CBBB. This program has included videos, textual tips and
blog posts on the CBBB website that educate consumers about direct
selling. To date we have generated almost 30 million DSEF video and
tips pageviews which display the DSEF logo and slogan to viewers and
which link to the educational messaging on the CBBB website.

The purpose of this e-book is to help provide direct sellers a better under-
standing of the BBB so that they can work effectively with the BBB.
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ACCREDITATION

ABoUT BBB ACCREDITATION

If a business has been accredited by the BBB, it means BBB has deter-
mined that the business meets accreditation standards which include

a commitment to make a good faith effort to resolve consumer com-
plaints. BBB accredited businesses pay a fee for accreditation review/
monitoring and for support of BBB services to the public.

BBB Code of Business Practices represents standards for business
accreditation by BBB. Businesses based in the United States and
Canada that meet these standards and complete all application pro-
cedures will be accredited by BBB. The Code is built on the BBB
Standards for Trust, eight principles that summarize important ele-

ments of creating and maintaining trust in business.

BBB accreditation does not mean that the business’ products or
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services have been evaluated or endorsed by BBB, or that BBB has
made a determination as to the business’ product quality or compe-
tency in performing services.

Businesses are under no obligation to seek BBB accreditation, and
some businesses are not accredited because they have not sought
BBB accreditation.

BBB CobpE OF BUSINESS PRACTICES
(BBB ACCREDITATION STANDARDS)

The BBB Code of Business Practices represents sound advertising, sell-
ing and customer service practices that enhance customer trust and

confidence in business. The Code is built on the BBB Standards for
Trust, eight principles that summarize important elements of creating

and maintaining trust in business.
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This Code also represents standards for business accreditation by BBB.
Businesses based in the United States and Canada that meet these stan-
dards and complete application procedures will be accredited by BBB.

10 be accredited by BBB a business or organization affirms that it meets
and will abide by the following standards:

1. BuiLp TrusT.

Establish and maintain a positive track record in the marketplace.
An accredited business or organization agrees to:

A. Have been operational (actively selling products or services) in
any BBB service area for at least the most recent 12 months, unless
the principal(s) previously operated a similar business with an eli-
gible record (one that qualifies for BBB accreditation).

B. Fulfill all licensing and bonding requirements of applicable
jurisdictions; provide all license and bonding information upon
application for BBB accreditation; and provide periodic updates
upon request of BBB.

C. Be free from government action
that demonstrates a significant fail-
ure to support BBB ethical prin-
ciples in marketplace transactions
(this requires a determination by
BBB as to the nature of any viola-
tion, whether it was caused or con-
doned by management, and actions
taken to resolve underlying issues
that led to the government action).
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D. Be free of an unsatisfactory rating and maintain at least a B
rating at the accrediting BBB and the BBB where it is headquar-
tered, if different.

E. In its relationship with BBB:

* meet all applicable standards within this Code of Business
Practices

* cooperate with BBB’s activities and efforts to promote vol-
untary self-regulation within the business’ industry

* honor any settlements, agreements or decisions reached as
an outcome of a BBB dispute resolution process

* complete the required application and pay all monetary
obligations to BBB in a timely manner

2. ADVERTISE HONESTLY.

Adhere to established standards of advertising and selling.
An accredited business or organization agrees to:
A. Follow federal, state/provincial and local advertising laws.

B. Abide by the BBB Code of Advertising. Supply, upon request,
substantiation for advertising and selling claims. Correct advertis-
ing and selling practices, when recommended by BBB.

C. Adhere to applicable BBB industry codes of advertising.

D. Cooperate with BBB self-regulatory programs for the resolu-
tion of advertising disputes.
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E. Use the BBB name and logos in accordance with BBB policy.

F. Avoid misleading customers by creating the false impression of
sponsorship, endorsement, popularity, trustworthiness, product
quality or business size through the misuse of logos, trustmarks,
pictures, testimonials, or other means.

3. TeLL THE TRUTH.

Honestly represent products and services, including clear and ade-
quate disclosures of all material terms.

An accredited business or organization agrees to:

A. Make known all material facts in both written and verbal repre-
sentations, remembering that misrepresentation may result not only
from direct statements but by omitting or obscuring relevant facts.

B. Ensure that any written materials are readily available, clear,
accurate and complete.

4. BE TRANSPARENT.

Openly identify the nature, location, and ownership of the busi-
ness, and clearly disclose all policies, guarantees and procedures
that bear on a customer’s decision to buy.

An accredited business or organization agrees to:

A. Upon request, provide BBB with all infor-
mation required to evaluate compliance with
BBB standards. This may include, but is not
limited to business name, address and con-
tact information; names and background of
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principals; business and banking references; licensing and/or pro-
fessional accreditation; and a complete description of the nature of
the business.

B. Clearly disclose to customers:
* direct and effective means to contact the business
* terms of any written contract
* any guarantees or warranties accompanying a product

e any restrictions or limitations imposed (e.g. limited supply,
maximum number available per customer)

* the business’ return/refund policy

* any recurring commitment into which the customer may be
entering, including information on how future billing will occur

* total cost of the transaction, including tax, shipping and
handling, and other related charges

C. If selling products or providing services on Web sites or via
other electronic means:

* provide any required product labeling information

e disclose the nature and terms of shipping, including any
known delays or shortages of stock

* provide an opportunity to review and confirm the transac-
tion before the sale is completed

* provide a receipt summarizing the transaction after the purchase
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5. HoONOR PROMISES.

Abide by all written agreements and verbal representations.
An accredited business or organization agrees to:
A. Fulfill contracts signed and agreements reached.

B. Honor representations by correcting mistakes as quickly as possible.

6. BE RESPONSIVE.

Address marketplace disputes quickly, professionally, and in good faith.
An accredited business or organization agrees to:
A. Promptly respond to all complaints forwarded by BBB by:

1. Resolving the complaint directly with the complainant and
notifying BBB, or

2. Providing BBB with a response
that BBB determines:

* is professional,

e addresses all of the issues
raised by the complainant,

* includes appropriate evi-
dence and documents sup-
porting the business” posi-
tion, and

e explains why any relief sought
by the complainant cannot or

should not be granted.
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B. Make a good faith effort to resolve disputes, which includes media-
tion if requested by BBB. Other dispute resolution options, includ-
ing arbitration, may be recommended by BBB when other efforts to
resolve a dispute have failed. BBB may consider a business’ willingness
to participate in recommended dispute resolution options in deter-
mining compliance with these standards.

C. Comply with any settlements, agreements or decisions reached
as an outcome of a BBB dispute resolution process.

D. Cooperate with BBB in efforts to eliminate the underlying cause
of patterns of customer complaints that are identified by BBB.

7. SAFEGUARD PRIVACY.

Protect any data collected against mishandling and fraud, collect
personal information only as needed, and respect the preferences
of customers regarding the use of their information.

An accredited business or organization agrees to:
A. Respect Privacy

Businesses conducting e-commerce agree to disclose on their
Web site the following:

* what information they collect,

e with whom it is shared,

how it can be corrected,

* how it is secured,

how policy changes will be communicated, and;

how to address concerns over misuse of personal data.

10
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B. Secure Sensitive Data

Businesses that collect sensitive data online (credit card, bank
account numbers, Social Security number, salary or other personal
financial information, medical history or records, etc.) will ensure
that it is transmitted via secure means.Businesses will make best
efforts to comply with industry standards for the protection and
proper disposal of all sensitive data, both online and offline.

C. Honor Customer Preferences

Businesses agree to respect customer preferences regarding con-
tact by telephone, fax and e-mail, and agree to remedy the
underlying cause of any failure to do so.

8. EMBODY INTEGRITY.

Approach all business dealings, marketplace transactions and com-

mitments with integrity.

11
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An accredited business or organization agrees to:

Avoid involvement, by the business or its principals, in activities
that reflect unfavorably on, or otherwise adversely affect the public
image of BBB or its accredited businesses.

Effective 01/01/2009

ArrLY FOR BBB ACCREDITATION

Thank you for interest in BBB Accreditation. You may apply for BBB
Accreditation with the BBB where your business is located. Contact
your BBB for more information.

BBB Accredited Businesses may advertise BBB Accreditation in limited
ways only under written agreement with their accrediting BBB.

CODE OF ADVERTISING

Foreword

BBB promotes honest advertising by working with businesses to help
ensure ethical and truthful advertising. Contact your BBB at bbb.org
for answers to advertising questions.

These basic advertising standards are issued for the guidance of adver-
tisers, advertising agencies and advertising media.

The Better Business Bureau (BBB) Code of Advertising (Code) applies
to the offering of all goods and services. If BBB has developed specific
industry advertising codes, it is recommended that industry members

adhere to them.

For example, if specific questions arise which involve advertis-
ing directed to children, advertisers should review 7he Children’s

12
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Advertising Review Unit Self-Regulatory Program for Children’s
Advertising at caru.org/guidelines/guidelines.pdf.

In all instances, advertisers, agencies and media should also be sure
that they are in compliance with local, state, federal and provincial
laws and regulations governing advertising.

These standards apply to advertising placed in all forms of media,
including print, broadcast, online and mobile formats.

Adherence to the general principles and specific provisions of this
Code will be a significant contribution toward effective self-regulation
in the public interest.

1. Basic Principles of the Code

1.1 The primary responsibility for truthful and non-deceptive
advertising rests with the advertiser. Advertisers should be
prepared to substantiate any objective claims or offers made before
publication or broadcast. Upon request, they should present such
substantiation promptly to the advertising medium or BBB.

1.2 Advertisements which are untrue, misleading, deceptive,
fraudulent, falsely disparaging of competitors, or insincere offers
to sell, shall not be used.

1.3 An advertisement as a whole may be misleading by

implication, although every sentence separately considered may be
literally true.

1.4 Misrepresentation may result not only from direct statements,
but by omitting or obscuring a material fact.

13
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2. Comparative Price, Value and Savings Claims

BBB recognizes that truthful price information helps consumers make
informed purchasing decisions and that comparative price advertising!
plays an important role in promoting vigorous competition among retail-
ers. At the same time, misleading or unsubstantiated pricing claims injure
both consumers and competitors. The following examples offer guidance on
ensuring that pricing claims are truthful and not misleading.

2.1 Advertisers may offer a price reduction or savings by
comparing their selling price with:

2.1.1 Their own former selling price;

2.1.2 The current selling price of identical products or services
sold by others in the trade area (the area in which the company
does business or where the advertisement appears) (e.g.,

“selling elsewhere at $

2.1.3 The current selling price of a comparable product or

service sold by the advertiser or by others in the trade area (e.g.,
“comparable value,” “compares with products or services selling
at $ ” “equal to products or services selling for $___ 7).

_

2.2 In each case, the advertisement must clearly and conspicuously
disclose which basis of comparison is being used.

2.3 When these comparisons are made in advertising, the claims
must be based on the provisions in Sections 3 - 7.

3. Comparison with own former selling price

3.1 The former price must be the actual price at which the
advertiser has openly and actively offered the product or service

14
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for sale, for a reasonably substantial period of time, in the recent,
regular course of business, honestly and in good faith.

3.2 Where the former price is genuine, the bargain being
advertised is a true one. If, on the other hand, the former price
being advertised is not bona fide, the bargain being advertised is a
false one.

3.2.1 For example, where an artificial, inflated price was
established for the purpose of enabling the subsequent offer of
a large reduction, the consumer is not receiving the usual value
expected. In such a case, the “reduced” price is, in reality,
probably just the seller’s regular price.

3.3 Offering prices, as distinguished from actual former selling
prices, may be used to deceptively imply a savings. In the event
few or no sales were made at the advertised comparative price, the
advertiser must make sure that the higher price does not exceed
the advertiser’s usual and customary retail markup for similar
products or services.

3.4 Descriptive terminology often used by advertisers includes:
“regularly,” “was,” “you save $ ____ )7 and “originally.” If the
word “originally” is used and the original price is not the last
previous price, that fact must be clearly and conspicuously
disclosed by stating the last previous

price, or that intermediate markdowns

may have taken place, for example,

“originally $400, formerly $300, now

$250,” “originally $400, intermediate

markdowns taken, now $250.”

15
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4. Comparison with current price of identical
products or services sold by others

Advertisers should be reasonably certain that the comparative price
does not appreciably exceed the price at which substantial sales of
identical products or services have been made in the trade area for
which the claim is made for a reasonably substantial period of time, in
the recent, regular course of business. Such comparisons must be sub-
stantiated by the advertiser prior to making any advertised compari-
sons. Descriptive terminology often used by advertisers includes: “sell-

»

ing elsewhere at $

5. Comparison with current price of comparable products
or services sold by the advertiser or by others

5.1 Advertisers should be reasonably certain that the comparative
price does not appreciably exceed the price at which substantial sales
of comparable products or services have been made in the trade area
for which the claim is made for a reasonably substantial period of
time, in the recent, regular course of business. Such comparisons must
be substantiated by the advertiser prior to making any advertised
comparisons. Descriptive terminology often used by advertisers
includes: “comparable value,” “compares

with products or services selling at

$ ,” “equal to products or services

selling for $ J

5.2 In all such cases, the advertiser
must make certain that the comparable
products or services are similar in all
material and significant respects.

16
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6. List prices

6.1 “List price,” “manufacturer’s list price,” “reference price,”
“suggested retail price,” and similar terms, hereinafter collectively
referred to as “list price,” may be used deceptively to state or
imply a savings which was not, in fact, the case. To the extent
that a list price does not in fact correspond to the price at which
substantial sales of the product in question have been made, the
advertisement of a reduction may mislead the consumer. Such

a comparison must be substantiated by the advertiser prior to
making any advertised comparison.

6.2 An advertiser, however, can also reference a list price non-
deceptively where the advertiser:

6.2.1 Does not describe the difference as a “savings,” or use
any other words of similar meaning; and

6.2.2 Clearly and conspicuously discloses'! that the list
price may not necessarily be the price at which the product
or service is sold. This disclosure may be unnecessary in
situations where consumers generally know that the list price
may not necessarily be the price at which the product or
service is sold. This may be the case, for example, when an
automobile dealer references, in its ad, a new car’s Monroney
Sticker price.

7. Imperfects, irregulars and seconds

7.1 No comparative price should be used in connection with an
imperfect, irregular or second product unless it is accompanied
by a clear and conspicuous disclosure that such comparative price
applies to the price of the product, if perfect.

17
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7.2 The advertisement must also clearly and conspicuously disclose
which basis of comparison is being used. The comparative price
advertised must be based on:

7.2.1 The price currently charged by the advertiser for the
product without defects; or

7.2.2 The price at which substantial sales of the product have
been made in the trade area for the product without defects.

8. “Factory to you,” “factory direct,”

» «

“wholesaler,” “wholesale price”

8.1 The terms “factory to you,” “direct from maker,” “factory
direct,” “factory outlet” and the like can be used where all
advertised products are actually manufactured by the advertiser or
in factories owned or controlled by the advertiser.

8.2 The terms “wholesaler,” “wholesale outlet,” “distributor” and
the like can be used where the advertiser actually owns and operates

18
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or directly and completely controls a wholesale or distribution
facility which primarily sells products to retailers for resale.

8.3 The terms “wholesale price,” “at cost” and the like can be
used where they are the current prices which retailers usually and
customarily pay when they buy such products for resale.

8.3.1 For example, where the advertiser buys its products
from a manufacturer, a claim that it sells at “wholesale prices”
can be used if its prices are comparable to those charged by
wholesalers in its trade area.

9. Sales

9.1 The unqualified term “sale” may be used in advertising only

if there is a significant reduction from the advertiser’s usual and
customary price of the products or services offered and the sale is for a
limited period of time. If the sale exceeds thirty (30) days, advertisers
should be prepared to substantiate that the offering is indeed a valid
price reduction and has not become their regular price.

9.2 Time limit sales must be observed.

9.2.1 For example, products or services offered in a “one-day
sale,” “three-day sale” or “this week only sale” should, as a
general rule, be taken off “sale” and revert to the regular price
immediately following expiration of the stated time.

9.3 Introductory sales must be limited to a stated time period,
and the selling price should, as a general rule, be increased to the
advertised regular price immediately following termination of the
stated period.

19
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9.4 Advertisers may currently advertise future increases in their
own prices on a subsequent date provided that they do, in fact,
increase the price to the stated amount on that date and maintain
it for a reasonably substantial period of time thereafter.

9.5 If the advertiser, in good faith, decides at the end of the sale
period to convert its sale price to a new regular price, it may do so
if it no longer claims any savings.

9.6 The advertiser, in good faith, may decide to extend a time
limit or introductory sale for a stated period. However, if that
extension is for more than a short period of time, the advertiser
must be prepared to substantiate that the offering is still a valid
price reduction and has not become its regular price.

10. “Emergency” or “distress” sales

10.1 Emergency or distress sales, including but not limited to
bankruptcy, liquidation and going-out-of-business sales, must:

10.1.1 Not be advertised unless the stated or implied reason is
a fact;

10.1.2 Be limited to a stated period of
time; and

10.1.3 Offer only such products or
services as are affected by the emergency.

10.2 Where the advertiser states that it is
going out of business or closing down, it must
actually be going out of business or closing
down. Where the advertiser is not going out

20
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of business or closing down, it can advertise that it is “selling out”
a product or “closing out” particular merchandise, as long as that
advertiser will no longer carry that product or merchandise.

10.3 The unqualified term “liquidation sale” means that the
advertiser’s entire business is in the process of actually being
liquidated prior to actual closing.

10.4 If such sales exceed ninety (90) days, advertisers must
be prepared to substantiate that the offering is indeed a valid
emergency or distress sale.

11.“Up to” price savings claims

11.1 Where a savings claim (for example, “save up to 40%”)
covers a group of items with a range of savings, the number

of items available at the maximum savings must comprise a
significant percentage, at a minimum 10%, of all the items in the
offering, unless local, state or provincial law requires otherwise.

11.2 To avoid confusion or any possible deception, an advertiser
should consider including a disclosure of both the minimum and
maximum savings available under the offer. In such an instance,
the advertiser must avoid any undue or misleading display of

the maximum.

12. Lowest prices, underselling claims

Despite an advertiser’s best efforts to ascertain competitive prices, the
rapidity with which prices fluctuate and the difficulty of determining
prices of all sellers at all times preclude an absolute knowledge of the truth
of unqualified underselling/lowest price claims.

21
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12.1 Advertisers must have proper substantiation for all claims

prior to dissemination.
12.2 Unqualified underselling claims must be avoided.

12.3 Advertisers can lessen the potential for consumer confusion
by appropriate qualifications to any underselling/lowest price

claim, such as by stating, if truthful, that the advertiser will meet
or beat a lower price. In such circumstances, the advertiser must

comply with Section 13.

13.Price equaling, meeting competitors’ prices

13.1 Advertisements which set out company policy of matching or
bettering competitors’ prices may be used, provided that:

13.1.1 The offer is made in good faith;

13.1.2 The offer clearly and conspicuously discloses fully any
material and significant conditions which apply including, if
applicable, what evidence a consumer must present to take
advantage of the offer; and

13.1.3 The terms of the offer are not unrealistic or
unreasonable for the consumer.

13.2 Advertisers should be aware that such claims, unless
appropriately qualified, may create an implicit obligation to adjust
prices generally for specific products or services. This may be the
case where the advertiser’s price for a product or service is not as
low as or lower than a competitor’s price.

22
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14. “Free”

14.1 An advertiser may use the word
“free” in advertising whenever the
advertiser is offering an unconditional
gift. If receipt of the “free” product or
service is conditional on a purchase:

14.1.1 The advertiser must clearly

and conspicuously disclose this condition with the “free” offer
(not simply by placing an asterisk or symbol next to “free” and
referring to the condition(s) in a footnote); and

14.1.2 The advertiser must not have increased the normal
price of the product or service to be purchased nor reduced its

quantity or quality.

14.2 The “free” offer should be temporary; otherwise, consumers
may view it as a continuous combination offer, no part of which is
free. Thus, where it would otherwise confuse consumers, a product
or service must not be advertised with a “free” offer in a trade area
for more than six (6) months in any 12 month period. At least
thirty (30) days must elapse before another such offer is promoted

in the same trade area.

14.3 In a negotiated sale, no “free” offer of a product or service
should be made where it would likely mislead consumers, such

as where:

14.3.1 The product or service to be purchased usually is sold
at a price arrived through bargaining, rather than at a regular
fixed price; or
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14.3.2 There may be a regular price but other material
factors such as quantity, quality or size are arrived at through
bargaining.

14.4 Offers of “free” products or services which do not meet the
provisions of this section may not be corrected by the substitution
of such similar words such as “gift,” “given without charge,”
“bonus,” “complimentary” or other words which can convey the
impression to the consumer that a product or service is “free.”

14.5 Because the consumer continually searches for the best buy
and regards the offer of “free” products or services to be a special
bargain, all such offers must be made with extreme care so as to
avoid any possibility that consumers will be misled or deceived.
Representative language frequently used in such offers includes:

* “Free”

* “Buy 1-Get-1 Free”

e “2-for-1 Sale”

* “50% off with Purchase of Two”
* “$1 Sale”

° “1/2 OfF

e “Gift with Purchase”

Literally, of course, the advertiser is not offer-
ing anything “free” (for example, an uncondi-
tional gift), or 1/2 free or 2 for 1 when making
such an offer, since the consumer is required

to purchase a product or service in order to
receive the “free” or “2 for 17 item.
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14.6 Whenever such an offer is made advertisers must make clear
at the outset all the terms and conditions of the offer.

15. Trade-in Allowances

15.1 Any advertised trade-in allowance must be an amount
deducted from the advertiser’s current selling price without a trade
in. That selling price must be clearly and conspicuously disclosed
in the advertisement.

15.2 Advertisers should also avoid offering a fixed or arbitrary
trade-in allowance regardless of the size, type, age, condition or
value of the product traded in. Such an offer may be misleading if
it would disguise the true retail price or create the false impression
that a reduced price or a special price is obtainable only by such
trade in.

16. Credit

16.1 Whenever a specific credit
term is advertised, it must actually
be available to all consumers. The
tederal Truth in Lending Act, as well
as applicable state and provincial
laws set requirements for clearly
and conspicuously disclosing credit
terms in the advertisement.

16.2 In the United States, advertisers should carefully review the
Truth in Lending Act and Regulation Z, which implements the
Act, as well as Regulation M, which covers consumer leasing. They
contain important provisions that affect any advertising to aid or
promote the extension of consumer credit.
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16.3 Open-end credit in the U.S.

16.3.1 The requirements for advertising open-end credit under
Regulation Z are complex. Therefore, advertisers are advised to
consult Section 226.16 of the Regulation (12 CFR 1026.16)
for details, including prescribed terminology and information
that must be disclosed. Examples of open-end credit include
credit cards and other forms of “revolving credit.”

16.4 Closed-end credit in the U.S.

16.4.1 Advertisers are advised to consult Section 226.24 (12
CFR 1026.24) of Regulation Z for details of closed-end credit

advertising. Examples of closed-end credit include installment
loans and many automobile loans.

16.4.2 If an advertisement of closed-end credit contains any of
the following triggering terms, three specific disclosures must
also be stated, clearly and conspicuously.

16.4.3 'The triggering terms are:

e The amount or percentage of any down payment;
* The number of payments or period of repayment;

e The amount of any payment, expressed either as a percentage
or as a dollar amount; or

* The amount of any finance charge.

16.4.4 The three disclosures are:

e The amount or percentage of the down payment;

e The terms of repayment; and
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* The “annual percentage rate,” using that term spelled out in
full or the abbreviation “APR.” If the rate may be increased
after consummation of the credit transaction, that fact must

be disclosed.

16.5 Fixed credit, lines of credit and credit cards in Canada

16.5.1 In Canada, federal requirements regarding advertising
credit vary depending on the product. Advertisers should
consult the Cost of Borrowing Regulations set out in the 7rust
and Loan Companies Act, Bank Act and Cooperative Credit
Associations Act for specific requirements concerning disclosure,
terminology and layout conditions. These regulations cover
forms of closed-end credit, such as fixed credit loans for an
automobile, as well as open-end credit, including credit cards

and lines of credit.
16.6 “Easy credit”

16.6.1 The terms “easy credit,” “easy credit terms,” “liberal
credit terms,” “easy pay plan” and other similar phrases must
be used only when:

 Consumer credit is also extended to consumers whose ability to
pay or credit rating is below typical standards of credit worthiness;

e The finance charges and annual percentage rate do not
appreciably exceed those charged to consumers who meet
generally accepted standards of credit worthiness; and

* The consumer is dealt with fairly on all conditions of the
transaction, including the amount of the down payment, the
period of repayment and the consequences of a delayed or

missed payment.
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16.7 “No credit rejected”

16.7.1 The words “no credit rejected,” “guaranteed financing,”
“all credit applications accepted” or words of similar import
can imply that consumer credit will be extended to anyone
regardless of the consumer’s credit worthiness or financial
ability to pay. They must only be used when all credit requests
are approved.

17. Extra Charges

Whenever an advertiser mentions a price in advertising, the existence
of any unavoidable or extra charges must be clearly and conspicu-
ously disclosed in immediate conjunction with the price. This would
include, for example, charges for delivery, installation, assembly, excise
tax and postage and handling.

18. Negative Option Plans, Continuity
Plans and Automatic Shipments

18.1 Any advertisement for a product or service that includes an
offer to sell or provide consumers with additional goods or services
under a negative option feature must include a clear and conspicuous
disclosure of all material terms of the negative option feature.

18.2 Such material terms include:
18.2.1 The existence of the negative option feature;
18.2.2 'The cost of the additional goods or services;

18.2.3 How consumers can cancel and avoid future shipments

and charges; and
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18.2.4 How consumers can return items that they do not want.

18.3 Advertisers must avoid making disclosures that are vague,
unnecessarily long or which contain contradictory language.

18.4 Advertisers must not interpret the consumer’s silence, failure
to take an affirmative action to reject goods or services, or failure
to cancel the agreement, as consent to enroll the consumer in

the negative option feature. Instead, they must ensure that the
consumer affirmatively consents (either online, over the phone,
or in person) to the negative option feature before enrolling the
consumer in the plan.

19.Bait Advertising and Selling

A “bait” offer is an alluring but insincere offer to sell a product or service
which the advertiser does not intend to sell. Its purpose is to switch consum-
ers from buying the advertised product or service, in order to sell something
else, usually at a higher price or terms more advantageous to the advertiser.

19.1 No advertisement should be published unless it is a bona fide
offer to sell the advertised product or service.

19.2 An advertiser must not create a false impression about the
product or service being offered in order to lay the foundation
for a later “switch” to other, more expensive products or services,
or products or services of a lesser quality at the same price.
Subsequent full disclosure by the advertiser of all other facts
about the advertised product does not preclude the existence of a

bait scheme.

19.3 An advertiser must not use nor permit the use of the

following bait scheme practices:
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19.3.1 Refusing to show or demonstrate the advertised
product or service;

19.3.2 Disparaging, for example, the advertised product or
service, its warranty, availability, services and parts and
credit terms;

19.3.3 Selling the advertised product or service and thereafter
“unselling” the customer to make a switch to another product

or service;

19.3.4 Refusing to take orders for the advertised product or
service or to deliver it within a reasonable time;

19.3.5 Demonstrating or showing a defective sample of the
advertised product; or

19.3.6 Having a sales compensation plan designed to penalize
sales people who sell the advertised product or service.

19.4 An advertiser must have on hand a sufficient quantity of
advertised products to meet reasonably anticipated demands,
unless the advertisement clearly and conspicuously discloses the
number of items available or states “while supplies last.” If items
are available only at certain locations, sites or stores, the specific
locations, sites or stores must be disclosed. The use of “rain
checks” is not a justification for inadequate estimates of reasonably
anticipated demand.

19.5 Actual sales of the advertised product or service may not
preclude the existence of a bait scheme since this may be merely
an attempt to create an aura of legitimacy. A key factor in
determining the existence of a “bait” offer is the number of times
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the product or service was advertised compared to the number of
actual sales.

20. Warranties or Guarantees

20.1 When using the term “warranty” or “guarantee” in product
advertising, the advertiser must clearly and conspicuously include
a statement that the complete details of the warranty can be seen
prior to sale at the advertiser’s location, viewed on the advertiser’s
website or, in the case of mail or telephone order sales, made
available free on written request.

20.2 Advertisers should only use “satisfaction guarantee,” “money
back guarantee,” “free trial offer,” or similar representations in
advertising if the seller or manufacturer refunds the full purchase
price of the advertised product or service at the consumer’s request.

20.3 When “satisfaction guarantee” or similar representations are
used in advertising, any material limitations or conditions that
apply to the guarantee must be clearly and conspicuously disclosed.

20.4 When advertising “lifetime”
warranties or guarantees or similar

representations, the advertisement must
clearly and conspicuously disclose its
intended meaning of the term “lifetime.”

20.5 Sellers or manufacturers should
advertise that a product or service is
warranted or guaranteed only if the
seller or manufacturer promptly and
fully performs its obligations under the

Warranty or guarantee.
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21.Layout and Illustrations

21.1 The composition and layout of advertisements should be such
as to minimize the possibility of misunderstanding by the reader.

21.1.1 For example, prices, illustrations or descriptions

must not be so placed or displayed in an advertisement as

to give the impression that the price or terms of featured
products or services apply to other products or services in the
advertisement, when such is not the case.

22.Asterisks

An asterisk may be used to impart additional
information about a word or term which is not in
itself inherently deceptive. The asterisk or other
reference symbol must not be used as a means of
contradicting or substantially changing the mean-
ing of any advertising statement. Information ref-
erenced by asterisks must be clearly and conspicu-
ously disclosed.

23.Abbreviations

23.1 Commonly known abbreviations may be used in advertising.
However, abbreviations not generally known or understood by the
average consumer must be avoided.

23.1.1 For example, “deliv. extra” is understood to mean that
there is an extra charge for delivery of the product or service.
“New cellular telephone (smartphone), $150 W.T.,” is not
generally understood to mean “with trade-in.”
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24.Use or Condition Disclosures

24.1 A product previously used by a consumer must be
clearly and conspicuously described as such, for example,
“used,” “secondhand,” “pre-owned,” “repossessed,” “rebuilt,”
refurbished” and “restored.”

» «

“reconditioned,

24.1.1 The term “rebuilt” should only be used to describe
products that have been completely disassembled,
reconstructed, repaired and refinished, including replacement
of parts.

24.1.2 The term “reconditioned” should only be used to
describe products that have received such repairs, adjustments
or finishing as were necessary to put the product in satisfactory
condition without rebuilding.

24.1.3 The terms “refurbished” or “restored” should only be
used to describe products that have been restored to original
working condition and/or appearance and, as applicable, meet
all factory specifications.

24.1.4 If the product is defective or rejected by the
manufacturer because it falls below specifications, it must be
clearly and conspicuously advertised by terms such as “second,”
“irregular,” or “imperfect.”

25.“As is”

Advertisers must clearly and conspicuously disclose in any advertis-
ing and on the bill of sale when products are offered on an “as is”
basis, for example, in the condition in which they are displayed at
the place of sale. Such advertising and bill of sale should also clearly
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and conspicuously disclose, as appropriate, that the product is offered
with no warranty. An advertiser may also describe the condition of the
product if so desired.

26. “Discontinued”

Advertisers must not describe products as “discontinued,” “discontin-
ued model,” or by using words of similar import unless the manufac-
turer has, in fact, discontinued its manufacture of the product, or the
retail advertiser will discontinue offering it entirely after clearance of
existing inventories. If the discontinuance is only by the retailer, the
advertising must clearly and conspicuously disclose that fact, for exam-
ple, “we are discontinuing stocking these items.”

27.Superiority Claims-Comparatives-Disparagement

27.1 Advertisers must not deceptively or falsely disparage a
competitor or competing products or services in their advertising.
Truthful comparisons using factual information may help
consumers make informed buying decisions, provided:

27.1.1 All representations are consistent with the general rules
and prohibitions against false and deceptive advertising;

27.1.2 All comparisons that claim or imply, unqualifiedly,
superiority to competitive products or services are not based on
a selected or limited list of characteristics in which the advertiser
excels while ignoring those in which the competitor excels;

27.1.3 The advertisement clearly and conspicuously discloses
any material or significant limitations of the comparison; and

27.1.4 The advertiser can substantiate all claims made.
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28.Objective Superlative Claims

Superlative statements in advertisements about the tangible qualities
and performance values of a product or service are objective claims for
which the advertiser must possess substantiation as they can be based
upon accepted standards or tests. As statements of fact, such claims,
like “#1 in new car sales in the city,” can be proved or disproved.

29.Subjective Puffery Claims

29.1 Expressions of opinion or personal evaluation of the
intangible qualities of a product or service are likely to be
considered puffery. Such claims are not subject to the test of truth
and accuracy and would not need substantiation.

29.2 Puffery may include statements such as “best food in the
world” and “we try harder” as well as other individual opinions,
statements of corporate pride, exaggerations, blustering and
boasting statements upon which no reasonable buyer would

be justified in relying. Puffery also includes general claims of
superiority over comparable products that are so vague that it can
be understood as nothing more than a mere expression of opinion.

29.3 Ultimately, whether any particular statement or claim is
puffery will depend upon the context in which it is used in
the advertisement.

30. Testimonials and Endorsements

30.1 In general, advertising which uses testimonials or
endorsements is likely to mislead or confuse if:

30.1.1 It is not genuine and does not actually represent the
current opinion of the endorser;
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30.1.2 The actual wording of the testimonial or endorsement
has been altered in such a way as to change its overall meaning
and impact;

30.1.3 It contains representations or statements which would
be misleading if made directly by the advertiser;

30.1.4 While literally true, it creates deceptive implications;

30.1.5 The endorser has not been a bona fide user of the
endorsed product or service at the time when the endorsement
was given, where the advertiser represents that the endorser
uses the product or service;

30.1.6 It is not clearly stated that
the endorser, associated with some
well-known and highly-regarded
institution, is speaking only in

a personal capacity, and not on
behalf of such an institution, if
such be the fact;

30.1.7 The advertising makes

broad claims as to the endorsements or approval by indefinitely
large or vague groups, for example, “the homeowners of
America,” “the doctors of America;”

30.1.8 The endorser has a financial interest in the company
whose product or service is endorsed and this is not made
known in the advertisement;

30.1.9 An expert endorser does not possess the qualifications that
give the endorser the expertise represented in the advertisement;
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30.1.10 The advertiser represents, directly or by implication,
that the endorser is an “actual consumer” when such is not the
case and the advertisement fails to clearly and conspicuously
disclose that fact;

30.1.11 A consumer’s experience represented in an
advertisement is not the typical experience of those using
the product or service, unless the advertisement clearly and
conspicuously discloses what the expected results will be;

30.1.12 Endorsements placed by advertisers in
online blogs or on other third-party websites
do not clearly and conspicuously disclose the
connection to the advertiser and comply with
each of the provisions in this Code; and

30.1.13 Advertisers compensate consumers for
leaving feedback on third-party online blogs
or websites but fail to ensure that consumers
disclose such facts on those blogs or websites.

In the U.S., advertisers should consult the Federal Trade Commission
Guides on Testimonials and Endorsements for detailed guidance. In
Canada, advertisers should review the Competition Bureau’s publication
on Untrue, Misleading or Unauthorized Use of lests and Testimonials for
specific guidance.

31. Rebates

31.1 The terms “rebate,” “cash rebate,” or similar terms may be
used only when:
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31.1.1 Payment of money will be made by the retailer or
manufacturer to a consumer after the sale; and

31.1.2 The advertising makes clear who is making the payment.

31.2 In addition, advertisements that include rebate promotions
must clearly and conspicuously state the before rebate cost, as well
as the amount of the rebate. Rebate promotions also must clearly
and conspicuously disclose any additional terms and conditions
that consumers need to know, including the key terms of any
purchase requirements, additional fees, and when consumers can
expect to receive their rebate.

32.Business Name or Trade Style

32.1 Business names or trade styles must not contain words that
would mislead consumers either directly or by implication.

32.1.1 For example, a business name or trade style can use the
words “factory” or “manufacturer” where:

e The advertiser actually owns and operates or directly and
completely controls the manufacturing facility that produces
the advertised products; or

e The term would not likely mislead consumers in the specific
context in which it is used.

32.1.2 Similarly, a business name can use the term “wholesale”
y:
or “wholesaler” where:

e The advertiser actually owns and operates or directly and
completely controls a wholesale or distribution facility which
primarily sells products to retailers for resale; or
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* The term would not likely mislead consumers in the specific
context in which it is used.

33.Contests and Games of Chance or Skill

33.1 If contests are used, the advertiser must publish clear,
complete and concise rules and provide competent impartial
judges to determine the winners.

33.2 Contests, drawings or other games of chance that involve
the three elements of prize, chance and consideration constitute
lotteries, in violation of U.S. federal and state statutes and must
not be conducted. Canadian law contains similar prohibitions.

34, Claimed Results

Claims relating to performance, energy savings, safety, efficacy or
results for a product or service should be based on recent and compe-
tent testing or other objective data.

35. Unassembled Products

When an advertised product requires partial or complete assembly by the
consumer, the advertising must clearly and conspicuously disclose that
fact, by using words such as “unassembled” or “partial assembly required.”

36. Environmental Benefit Claims

36.1 General Principles

36.1.1 Advertisers should not make broad, unqualified general
environmental benefit claims like “green” or “eco-friendly.”

36.1.2 Advertisers must qualify general claims with specific
environmental benefits.
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36.1.3 Advertisers must possess competent and reliable
evidence (often scientific evidence) to support all
environmental benefit claims. Qualifications for any claim
must be clear, conspicuous and understandable.

36.1.4 When an advertiser qualifies a general claim with a
specific benefit, the benefit should be significant. Advertisers
must not highlight small or unimportant benefits.

36.1.5 Unless clear from the context, any environmental claim
must specify clearly and conspicuously whether the claim
applies to the product, the product’s packaging, a service or
just to a portion of the product, package or service.

36.2 Degradable

36.2.1 Advertisers may make an unqualified degradable claim
if they have competent and reliable scientific evidence that
the entire product or package will completely break down and
return to nature within a reasonably short period of time after
customary disposal. For items entering the solid waste stream,
advertisers should substantiate that the items completely
decompose within one year after customary disposal.

36.2.2 Advertisers must qualify, clearly and conspicuously,
degradable claims to the extent necessary to avoid confusion
about the product’s or package’s ability to degrade in the
environment where it is customarily disposed or the rate and
extent of degradation.

36.3 Recycled content

36.3.1 Advertisers must not claim that a product or package
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is recyclable unless it can be collected, separated or otherwise
recovered from the waste stream through an established
recycling program for use or reuse in manufacturing or
assembling another product.

36.3.2 Advertisers must clearly and conspicuously qualify
such claims where necessary, so as to not mislead or confuse
consumers as to the availability of recycling facilities in the
trade area.

36.3.3 Advertisers must not claim that a product or package
contains recycled content unless it is composed of materials
that have been recovered or otherwise diverted from the waste
stream, either during the manufacturing process or after
consumer use.

36.3.4 Advertisers must clearly and conspicuously qualify
claims for any products or packages made partly from recycled
material, for example, made from 30% recycled material.

36.4 Non-toxic

36.4.1 Non-toxic claims likely convey that a product,
package or service is non-toxic both for humans and for the
environment generally. Thus advertisers must either possess
competent and reliable scientific evidence that this is the
case or clearly and conspicuously qualify the claim to avoid
confusion.

36.5 Certifications and Approvals

36.5.1 An advertiser’s unqualified use of environmental
certifications and seals of approval may imply to consumers
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that the certificate or seal was awarded by an independent
third party. If that certification or seal was not, in fact,
awarded by an independent third party, the advertisement
must clearly and conspicuously disclose that fact.

36.5.2 In addition, environmental certifications and seals that do
not clearly convey the basis for the certification are likely to convey
general environmental benefits. Because claims making general
environmental benefits should not be used (see section 36.1)
advertisers must clearly and conspicuously disclose the specific and
limited benefits to which the certificate or seal applies.

For detailed guidance, advertisers in the U.S. should consult the Federal
Trade Commission Green Guides. Similarly, in Canada, advertisers should

consult CAN/CSA-ISO 14021 - Environmental claims: A guide for indus-
try and advertisers.

37.“Made in USA” Claims

37.1 “Made in USA” and similar terms used to describe the origin
of a product must be truthful and substantiated.

37.2 An advertiser must not express or imply that a product or
product line is exclusively “Made in USA” unless all or virtually

all of the product is made in the U.S. All significant parts and
processing that go into the product must be of U.S. origin. That is,
the product should contain no — or negligible — foreign content.

37.3 Advertisers can refer to products that are manufactured
with foreign components as “Assembled in USA,” if the product’s
principal assembly and last substantial transformation was

completed in the U.S.
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37.4 Qualified “Made in USA” claims, for example, “60%

U.S. content,” “Made in U.S. of U.S. and imported parts,” are
appropriate for products that are manufactured or have been
substantially assembled domestically. However, advertisers must
avoid making these claims if a significant amount of assembly or
material of the product was not completed in the U.S. Qualified
“Made in USA” claims, like unqualified claims, must be truthful
and substantiated.

38. “Product of Canada” and “Made in Canada” Claims

Advertisers claiming a good to be a “Product of Canada” or “Made in
Canada” must meet certain standards:

e If an advertiser makes a “Product of Canada” claim, the good
must be composed of at least 98% Canadian content; and

e If an advertiser makes a “Made in Canada” claim, the good
must be at least 51% Canadian content and the advertisement
must include a qualifying statement indicating that the product
contains imported content.

In both cases, the last substantial transformation of the product must
have occurred in Canada.

[1] Comparative price advertising compares alternative brands on
price, and identifies the alternative brand by name, illustration or
other distinctive information. It is subject to the same standards of
truthfulness and substantiation as any other price claim made for a
single product.
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[2] Where disclosures are required to prevent an advertisement from
being misleading, the disclosure must be clear and conspicuous. The
Federal Trade Commission (FT'C) has provided guidance on making
disclosures in traditional media and online at business.ftc.gov/docu-

ments/bus41-dot-com-disclosures-information-about-online-advertis-

ing. It is the responsibility of the advertiser to ensure that disclosures
are noticed and understood by consumers.

ADVERTISING BBB ACCREDITATION

To advertise affiliation with BBB, Accredited Businesses must meet
BBB accreditation standards and sign a license agreement with BBB.

With the proper license, BBB Accredited Businesses may identify them-
selves in print and broadcast advertising (newspapers, periodicals, bill-
boards, posters, telephone, TV and radio ads, flyers and direct mail), in
yellow page or other directories, on business cards, and on stationery,
invoices, facsimile cover sheets and other business documents. Businesses
that are located solely within one BBB’s service area may advertise BBB
accreditation wherever they do business. Businesses with locations in mul-
tiple BBB service areas may advertise only in the service areas of BBBs with
which they have signed a license agreement. BBB Accredited Businesses
may also display a decal on business-owned or -operated vehicles.
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The black seal above is for use in Yellow Pages and similar directories
only and must be reproduced in black. It cannot be altered in any way
or include additional words.

BBB Accredited Businesses also have the option of advertising the
BBB Accredited Business seal online, so long as their BBB license per-
mits. Businesses advertising online are featured in our Consumer Safe

Shopping Mall.

e BBB Accredited Business Seal for the Web

COMPLAINT HANDLING

The BBB handled almost nearly one million complaints in the US and

Canada in 2012. Filing a complaint begins when a consumer contacts
a BBB to file a complaint.

WHAT COMPLAINTS ARE HANDLED?

Disagreements between businesses and their customers. (BBB consid-
ers “customer” to mean any individual who has a marketplace interac-
tion with the business, and may not be limited to a purchaser of the
business’s products or services.) However, we reserve the right to reject
complaints that use abusive or foul language.

WHAT COMPLAINTS ARE NOT HANDLED?

» workplace disputes;
e discrimination claims;
 matters that are or have been litigated;

* claims about the quality of health or legal services.
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How ARE COMPLAINTS HANDLED?

Everything submitted will be forwarded to the business within two
business days. The business will be asked to respond within 14 days,
and if a response is not received, a second request will be made.
Complainant will be notified of the business’s response when we
receive it (or notified that we received no response). Complaints are
usually closed within 30 business days.

COMPLAINT HANDLING PROCESS—CRITICAL PATH
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THE BBB RATING

OVERVIEW OF BBB GRADE

BBB letter grades represent the BBB’s opinion of the business. The
BBB grade is based on BBB file information about the business. In
some cases, a business’ grade may be lowered if the BBB does not have
sufficient information about the business despite BBB requests for that
information from the business.

BBB assigns letter grades from A+ (highest) to F (lowest). In some
cases, BBB will not grade the business (indicated by an NR, or “No
Rating”) for reasons that include insufficient information about a busi-
ness or ongoing review/update of the business’ file.

BBB Business Reviews generally explain the most significant factors
that raised or lowered a business” grade.

BBB grades are not a guarantee of a business’ reliability or perfor-
mance, and BBB recommends that consumers consider a business’
grade in addition to all other available information about the business.

GRADING ELEMENTS

BBB grades are based on information in BBB files with respect to the
following factors:

1. Business’ complaint history with BBB.

The BBB grade takes into account the following information
with respect to closed complaints that relate to a business’ mar-
ketplace activities:

e Number of complaints filed with BBB against the business
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* If complaints have been filed, whether BBB considers them
to be of a serious nature

* If complaints have been filed, whether the business has
appropriately responded to them in BBB’s opinion

e If complaints have been filed, whether the business resolved the
complaints in a timely manner to the customer’s satisfaction

* If complaints have been filed, whether BBB’s opinion is that
business made a good faith effort to resolve complaints if
the customer was not satisfied with the resolution

If complaints have been filed, whether BBB’s opinion is that
business has failed to resolve the underlying cause(s) of a
pattern of complaints.

BBB analysis of a business’ complaint history generally takes into
account the business’ size if BBB has reliable information from
the business to establish its size. If BBB cannot reliably determine
business size, it will consider business to fall within BBB’s smallest

size category.
2. 'Type of business.

A business’ BBB grade is lowered if, in BBB’s opinion, the business
falls within either of the following two categories:

* Types of business that, in BBB experience, are believed to
operate in violation of the law or materially misrepresent
their products/services. Businesses that fall within this cat-
egory will always get an F grade.
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* Types of business that, in BBB experience, are likely to gen-
erate marketplace concerns or a high level of customer dis-
satisfaction because of the inherent nature of the products/
services offered. Businesses that fall within this category can

get no higher than a C grade.
3. Time in business.

A business’ BBB grade is based in part on the length of time the
business has been operating. Time in business is most frequently
determined from information provided by the business; while BBB
expects businesses to provide accurate information, BBB will verify
information if BBB has reason to believe provided information is
not accurate. If the business has been asked for time in business
information but does not provide it to BBB, BBB will consider
business to have started at the time BBB opened its file on the
business unless BBB file indicates an earlier time.

4. Background information on business in BBB files.
A business’ BBB grade is lowered if:

e BBB does not have basic background information on the
business. BBB routinely requests background information on
businesses. While businesses are under no legal obligation to
provide BBB with information, the failure of a business to
provide background information may lead to a lowered grade.

* BBB does not have a clear understanding of the business
and its practices. This includes situations where BBB has
conflicting information about the business and the business
is not able to resolve the conflict to BBB’s satisfaction.
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5. Failure to honor commitments to BBB.
A business’ BBB grade is lowered if:

* Business does not honor its commitments to BBB, including
commitments to abide by mediation settlement or arbitra-
tion award.

¢ BBB revoked the business’ BBB accreditation due to busi-
ness failure to comply with its commitment to follow BBB
accreditation standards.

6. Licensing and government actions known to BBB.

A business’ BBB grade is lowered when BBB has knowledge of the

following:

e Failure of the business to have required competency licens-
ing (i.e., licensing that requires a competency assessment or
can be taken away based on misconduct by business).

e Government actions against the business that relate to its
marketplace activities and, in BBB’s opinion, raise ques-
tions about the business’ ethics or its reliability in providing

products/services.

BBB routinely checks required competency licensing and govern-
ment actions before a business is accredited by BBB. BBB does
not routinely check required competency licensing and govern-
ment actions for businesses that do not seek BBB accreditation,
although in some cases BBB learns of these matters through its
marketplace research.
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7. Advertising issues known to BBB.

A business’ BBB grade is lowered when the business does not, in
BBB’s opinion, appropriately respond to BBB advertising chal-
lenges that relate to:

¢ Misuse of the BBB name or BBB marks; or
* Potential advertising issues identified by BBB.

BBB advertising challenges are made at BBB’s discretion when it
receives complaints from consumers about advertising or when
BBB identifies questionable advertising through its monitoring of
local media.

GRADING PoOINTS

This chart shows the maximum number of points that can be earned or
deducted in the BBB grading system. Please note there are some catego-
ries in which businesses can only lose points, and for those categories a

“0” is indicated as the maximum number of points that can be awarded.
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RANGE OF POINTS THAT CAN
ELEMENT BE EARNED OR DEDUCTED
(MAXIMUM TO MINIMUM)
1. Type of Business 0 to -41
2. Time in Business 8 to -10
3. Competency Licensing 0 or -41
4. Complaint Volume 20 to 2
5. Unanswered Complaints 20 to -21
6. Unresolved Complaints 10 to 1
7. Serious Complaints 15t00
8. Complaint Analysis 8 to-12
9. Complaint Resolution Delayed 0 or -5
10. Failure to Address Complaint Pattern 0or-5
11. Government Action 0 to -30
12. Advertising Review 0 to -41
13. Background Information 5o0r0
14. Clear understanding of business 0or-5
15. Mediation/arbitration 0 to -41
16. Revocation 0 to-10
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